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Abstract 
This study examines how survey design characteristics impact on participant satisfaction, future 
intentions to complete surveys, and intention to recommend the survey to others, based on panel 
members, extracted from three different panels, who randomly received one out of eight 
developed surveys, varying length, involvement and interactivity. The experiment was designed 
for an Australian industry client. The multivariate analysis of covariance (MANCOVA hereafter) 
results suggest that there are differences based on the panels used, and longer surveys are viewed 
more positively. Interaction occurs between panels and involvement, but other two way 
interaction effects are insignificant. Implications for survey design and future research are 
discussed. 
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Introduction 
The advent of the Internet has brought about significant advancements in research, including new 
ways to collect data, the ability to vary complex research stimuli as well as to recruit participants 
more quickly (Baker et al. 2010). Commercial online panels recruit research participants who 
agree to receive invitations to participate in research undertaken by panel owners on behalf of 
their clients. Panellists decide whether they want to undertake each survey they are invited to 
participate in (Callegaro and DiSogra 2008) and are given alternative types of rewards for 
participating (i.e., money, reward points, an entry in a lottery etc.), which also vary according to 
the length of the survey (Goritz 2004a). 
Researchers have long been interested in increasing response rates as respondents become harder 
to recruit (Namiranian, Moskowitz and Gofman 2006). The Internet has created new approaches 
to undertaking surveys (Baker et al. 201 0). Research into factors impacting online survey 
response behavior has examined how a number of features impact response rates, such as survey 
length (e.g., Galesic and Bosnjak 2009), how questions are presented (e.g., Dillman and 
Christian 2005), whether or not topics are of interest to people (e.g., Shropshire, Haw don and 
Witte 2009), adapting invitation letters (e.g., Deutskens, de Ruyter, Wetzels and Oosterveld, 
2004), changing compensation rates (i.e., Goritz 2004a; 2004b), the interactivity of survey 
interfaces (i.e., Hong, Thong and Tam 2004), the amount of information provided on screens 
(i.e., Peytchev, Couper, McCabe and Crawford 2006), and how long it takes respondents to 
process questions (i.e., Malhotra 2008). 
It is, however, surprising that there has not been more research into whether survey participants 
are satisfied with their survey participation, as extensive marketing literature suggests that 
customer satisfaction leads to higher intentions to repurchase (Seiders, Voss, Godfrey and 
Grewal2005), and increased purchases or a willingness to spread positive word-of-mouth 
(Ranaweera and Prabhu 2003). This study examines how some of the above characteristics 
impact on participant satisfaction, future intentions to complete surveys, and intention to 
recommend the survey to others, using a 3 (Panels) x2 (Length) x2 (Involvement) x2 
(Interactivity) design for a real client survey. 
Literature 
Online panels 
The growth in the use of online panels, which are reported to account for 50% of all US 
quantitative data collection (uStamp, 2010), means that panel owners have a vested interest in 
ensuring their panels are representative of national populations or more specialised samples 
(Baker et al. 2010). Thus, each panel operator may have to operate multiple independent panels, 
each with a different target market in terms of member characteristics, although alternative panel 
structures might arise where the configuration of each differs (Baker et al. 201 0). To attract panel 
members, panel operators have adapted to the needs of respondents by providing a variety of 
incentives ranging from reward points that can be redeemed for goods, cash for participating, 
Frequent Flyer points and entry into lotteries for prizes, to name a few (Goritz 2004a). Designing 
panels around reward structures makes marketing sense as people are motivated by different 
drivers and, thus, appealing to the sample's motivations should increase the number of people 
signing up to panels. The diversity of panels is partly why it has been suggested that panel users 
should be drawing samples from multiple panels, as all panels may not be the same (Baker et al. 
201 0; Knowledge Networks 201 0). If survey results are truly representative, the results should be 
similar whether an individual or multiple panels are used. 
HI: Intentions and satisfaction will not vary across the three panels. 
Survey length 
It is getting harder to recruit participants for research (Galesic and Bosnjak 2009). Participants 
must perceive some benefits to participation and, as a result, the benefits should vary based on 
respondents' motivations to participate in research (Han et al. 2009; Larson and Sachau 2009). 
Researchers can, therefore, expect to increase perceived value by increasing benefits or 
decreasing the costs (Han et al. 2009). Varying compensation is one way to deal with the benefits 
and there is extensive work looking at how increasing incentives impacts on response rates (e.g., 
Larson and Sachau 2009; Marcus, Bosnjak, Lindner, Pilischenko and Schutz 2007; Teisl, Roe 
and Vayda 2005). Survey length can be considered as the key cost, as longer surveys take more 
time, thus, survey length might reduce response rates (Dillman 2007; Galesic and Bosnjak 2009; 
Marcus et al. 2007; Yan, Conrad, Tourangeau and Couper, Forthcoming). Furthermore, it has 
been found that survey length and compensation interact (Deutskens et al. 2004; Marcus et al. 
2007), suggesting that people's assessment of fair value for participating is not necessarily linear. 
H2: Intentions and satisfaction will be more positive in regard to shorter surveys. 
Involvement and salience 
Making respondents feel engaged with the topic or that their participation is valued has been 
found to increase response rates, thus, varying the invitation to participate may impact 
respondent behavior. For example, research has found that personalising invitations and 
modifying how invitations are phrased increases response rates (Heerwegh, Vanhove, Loosveldt 
and Matthijs 2005; Namiranian et al. 2006). Other research has found that making the topic more 
relevant also increases response rates and reduces data quality issues (Chakravarti and 
Janiszewski 2003; Marcus et al. 2007; Shropshire, Rawdon and Witte 2009; Van Kenhove, 
Wijnen and De Wulf2002). For example, Poon, Albaum and Evangelista (2004) found that 
varying the invitation impacts response rate. Thus, increasing a survey's salience should increase 
response rates, decrease data quality problems, and should also increase satisfaction and other 
behavioural outcomes (such as intent to complete future surveys). 
H3: Intentions and satisfaction will be more positive for the high involvement invitation. 
Survey interactivity 
Researchers have looked extensively at how changing the response format of surveys impacts on 
response behavior, (Dillman and Christian 2005). Using more interactivity is a distinctive 
advantage of online formats and should increase participant enjoyment and, therefore, result in 
higher engagement and positive behavioral responses (Couper, Tourangeau and Kenyon 2004; 
Mahon-Haft and Dillman 2010). Interactivity involves respondents using alternative types of 
answer formats for questions, such as sliding scales or sorting items, rather than simply 'ticking' 
a response box. These interactive formats have found to be more engaging and should increase 
respondent satisfaction with a given survey (Mahon-Haft and Dillman 2010). These tools might 
even assist in targeting respondents who are less interested in an issue, for example, Shropshire 
et al. (2009) found more engaging response alternatives reduced drop-out rates and increased the 
response rates for people who were less interested in the topic under investigation. 
H4: Intentions and satisfaction will be more positive for the surveys with more interactivity. 
Length and Involvement Interactions 
With regard to the interaction between survey length and involvement, Marcus et al. (2007) 
found that length and salience (i.e., involvement) did not interact. None of the other studies 
looked at length and involvement, but it might be assumed less-involved panellists should be less 
satisfied with completing longer surveys than shorter surveys. More interactivity might make 
surveys more enjoyable and, thus, have a greater impact on intentions and satisfaction for longer 
surveys. 
H5a: There is an interaction effect between Length and: (i) Involvement, with low-involvement 
respondents completing longer surveys having lower intentions and satisfaction, than high-
involvement respondents completing longer surveys; and (ii) Interactivity, with respondents 
completing longer traditional surveys having lower intentions and satisfaction than respondents 
completing longer surveys with interactive formats. 
The final interaction focuses on Involvement and Interactivity. This issue has not been 
extensively examined in research, although Shropshire et al. (2009) did find that visual cues 
related to the survey topic reduced the drop-out rate for people with low topic involvement. It 
might be anticipated that this interaction could exist for low-involvement respondents more 
generally. 
H5b: There is an interaction effect between Involvement and Interactivity, with low-involvement 
respondents completing interactive formats having higher intentions and satisfaction than low-
involvement respondents completing traditional formats. 
Intentions and Satisfaction 
Marketers are frequently concerned with a number of outcomes when assessing performance. 
Within this study we use three single-item measures to assess intentions and satisfaction. One 
key measure is satisfaction, which it is suggested leads to future behaviour. In an online context, 
ESOMAR (2008) suggests that response rates are one indication of satisfaction. Mahon-Haft and 
Dillman (2010) examine satisfaction with the survey/web interface and found it does not vary 
based on the use of more interactivity. Another important behavioural outcome in marketing is 
consumers' intentions to purchase the product in the future (Seiders et al. 2005). This is 
important for online panels, as it relates to participants willingness to complete multiple surveys. 
Positive word-of-mouth is an important behavioural outcome in marketing (de Matos and Rossi 
2008). We, therefore, use respondents' willingness to recommend the survey (and, thus, panel 
participation) to others, as our third behavioural outcome. Positive word-of-mouth is important 
because panels constantly need to replace members (Goritz 2004b; ISO 2009) and thus 
recommendations, will ensure a representative population sample is available. 
Methodology 
The study involves a 3 (Panels) x2 (Survey Length) x2 (Involvement) x2 (Interactiveness) full 
factorial design in a real client context. The survey consisted of four content sections and one 
section containing items used as manipulation checks and also for assessing respondent 
demographics. Multi-scaled items were randomly allocated within the sections of each survey. 
Three separate panels were used, each with a slightly different compensation structure. The 
length of the survey was manipulated into 10 and 20 minute formats and the mean time for the 
long survey was significantly different to the short survey ( 12 versus 18 minutes). Involvement 
was manipulated by varying the phrasing of invitation letters (Poon et al. 2004) and using the 
wording developed by Chakravarti and Janiszewski (2003), resulting in statistically significant 
differences on Zhang and Markman's (2001) involvement scale. 
Table 1: Demographics 
Panell: Panel2: Panel3: 
Total Monetary Frequent Online 
Sample Incentive Flyer Points Rewards 
Gender [x2(df=zJ=42.823; p=O.OOO] 
Male 428 (55.7%) 111 (43.4%) 134 (52.3%) 183 (71.5%) 
Female 340 (44.3%) 145 (56.6%) 122 (47.7%) 73 (28.5%) 
Age [X2<df=I4l=314.040; p=O.OOO] 
18-24 177 (23.0%) 22 (8.6%) 18 (7.0%) 137 (53.5%) 
25-29 84 (10.9%) 25 (9.8%) 17(6.6%) 42 (16.4%) 
30-34 57 (7.4%) 14 (5.5%) 14 (5.5%) 29 (11.3%) 
35-39 68 (8.9%) 28 (20.9%) 19 (7.4%) 21 (8.3%) 
40-44 58 (7.6%) 29 (12.3%) 17 (6.6%) 12 (4.7%) 
45-54 106 (13.8%) 41 (16.0%) 52 (20.3%) 13 (5.1%) 
55-64 98 (12.8%) 45 (17.6%) 51 (19.9%) 2 (0.0%) 
65+ 120 (15.6%) 52 (20.3%) 68 (26.6%) 0 (0.0%) 
Education [x2(df=IOJ=48.524; p=O.OOO] 
Secondary 189 (24.6%) 76 (29.7%) 42 (16.4%) 71 (27.7%) 
Diploma 220 (28.6%) 84 (32.8%) 64 (25.4%) 71 (27.7%) 
Bachelor 181 (23.6%) 54 (21.1%) 70 (27.3%) 57 (22.3%) 
Postgrad 139 (18.1%) 36 (14.1 %) 69 (27.0%) 34 (13.4%) 
Other/No answ. 39 (5.2%) 6 (2.4%) 10 (3.9%) 23 (9%) 
Within this study, one version of the survey was manipulated with no interactivity in response 
formats and the other incorporated interactivity in response formats. Manipulation checks 
identified respondents felt the interactive version was more interactive, less plain and more 
lively. Respondents in the three panels were randomly allocated to one of the 8 different versions 
of the survey. Invitations were manipulated in terms of involvement and length, with respondents 
being informed of the time requirements. Compensation was the same as normally occurred 
within each of the three panels. The targeted sample sizes for each of the iterations was 30 and in 
cases where larger samples were collected, a random sample of respondents was selected. 
Analysis 
Each panel is purported to be nationally representative. However, the distribution of 
demographics (see Table 1) suggests that there are, in fact, differences in the age, gender and 
education of respondents between panels. Given the results in Table 1, gender, age and education 
were integrated as covariates in the analysis. 
The hypothesis testing was then done using MANCOV A analysing the factors: Panel, 
Interactivity, Length and Involvement having Gender and Age and Education as covariates on 
each of the three dependent variables. Post hoc tests were undertaken to identify where 
differences arose (e.g., Couper et al. 2001; Mahon-Haft and Dillman 201 0). 
Table 2 reports the MANCOVA's results ofthe main and two-way interaction effects. Two full 
factorial models were run and none of the models' higher order interactions were statistically 
significant. There is a gender effect across the three outcome variables. Females had a 
statistically significant higher level of satisfaction, behavioural intentions and word-of-mouth 
intentions. With regard to age, we observe a statistical relationship with Word of Mouth, while 
Education had a statistical relationship with Satisfaction. 
Table 2: MANCOV A Effects 
Dependent Variable 
Factor Satisfication Future Intention Word-of-Mouth 
Corrected Model F=4.395, p=.OOO F=5.153, p=.OOO F=4.849, p=.OOO 
Intercept F=460.023, p=.OOO F=432.866, p=.OOO F= 199.678, p=.OOO 
Genders F=15.421, p=.OOO F= 20.064, p=.OOO F= 15.664, p=.OOO 
Ages F= 0.054, p=.816 F=O.I34, p=.715 F=4.953, p=.026 
Educations Secondary F= 0.379, p=.539 F=0.337, p=.562 F=0.122, p=.727 
Diploma F= 0.024, p=.878 F=0.926, p=.336 F=l.432, p=.232 
Bachelor F= 0.136, p=.712 F=0.003, p=.958 F=0.088 p=.767 
Postgrad F= 1.967, p=.160 F=O.OOO, p=.994 F=O.l61, p=.689 
Panel F=15.952, p=.OOO F= 17.764, p=.OOO F=20.556, p=.OOO 
Length F=5.900, p=.015 F=3.571, p=.061 F=0.545, p=.460 
Involvement F=0.570, p.=.451 F=0.346, p=.557 F=1.103, p.=.294 
Interactivity F=0.246, p=.620 F=2.290, p= .131 F=0.827, p.=.363 
Panel*Length F=1.116, p=.328 F=l.312, p=.270 F=2.404, p=.091 
Panel*Involvement F=3.597, p=.028 F=1.386, p=.251 F=4.567, p=.Oll 
Panel *Interactivity F=0.833, p=.435 F=1.230, p=.293 F=0.523, p=.593 
Length*Involvement F=0.085, p=.770 F=l.094, p=.296 F=0.654, p=.419 
Length* Interacti vity F=2.299, p=.I30 F=O.l93, p=.660 F=l.662, p=.l98 
Involvement* Interactivity F=0.590, p=.443 F=0.025, p=.875 F=O.Ol4, p=.906 
s. Covanates. Note. Age was the actual respondent s age and was modelled as a contmuous vanable. Gender and each EducatiOn 
Category were modelled as dummy variables. 
Table 2 indicates that hypothesis HI was rejected for all three of the measures. It is unclear 
whether this difference is related to differences in the demographic composition of each panel? 
Survey length did have a statistically significant impact on satisfaction, but not on word-of-
mouth or future intentions. The mean values were examined and respondents who completed the 
longer survey were more satisfied than participants who undertook the shorter survey. H2 was 
rejected, as there were not higher intentions or satisfaction for shorter surveys. The results for 
involvement (H3) were all statistically insignificant. That is, making the survey response appear 
more important did not impact on results, which is inconsistent with past research (Namiranian et 
al. 2006). The results suggest that interactive formats do not increase any intentions or 
satisfaction, which is consistent with Mahon-Haft and Dillman (2010), but inconsistent with 
other research (Couper et al. 2004). Interestingly, it was found that interactive formats took 
significantly longer to complete, in both the long and short formats. This might suggest that, 
while participants find it more engaging, the additional time offsets any satisfaction benefit. 
However, intentions are not affected and thus H4 is rejected. 
Given there was a panel effect we examined whether it interacted with the other independent 
variables (even though there is no hypothesis for this). Panel did not interact with length, or 
interactivity, but did interact with involvement, at least for satisfaction and word-of-mouth. 
There were no statistically significant interactions between length and Involvement or between 
length and Interactivity. Thus H5a and H5b were rejected. 
Conclusions 
The inconsistency between the results of this study and past literature suggest that more research 
examining survey characteristics and response behaviours is needed. In particular, the results 
suggest that there may, in fact, be some differences based on the panel used, even those 
purported to be representative of the national population. As a result, researchers might need to 
draw samples from a set of panels, rather than simply relying on one panel (Baker et al. 2010), 
unless they want to focus on one cohort of consumers. The fact that the type of appeal did not 
impact on satisfaction might suggest that online panellists, who have agreed to receive 
invitations, are less influenced by the specifics of the invitation. That is, they enrolled because 
they want to complete surveys. 
This, therefore, might mean a focus on the appeals used to get people to initially join panels is 
needed ( Goritz 2004b ), with the invitations within the panel being less important. The results in 
regard to the use of interactive formats are also important. Respondents who were presented with 
interactive formats took statistically longer to complete the surveys and this might suggest that 
interactivity increases consideration of responses and thus is valuable from a data quality 
perspective, even if it does not influence future intentions or satisfaction. 
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